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Situational Analysis 
 

The McMaster University Master of Arts in Communication and New Media program is a 

graduate program that offers students the opportunity to gain experience in both research and 

design. Every year, eighteen (18) applicants are selected to enroll in the program and are 

required to complete their studies in twelve (12) months. Over the past few years, the program 

has seen an increase in international applications and a decrease in domestic applications; 

additionally, the overall amount of applications received is lower than desired. The organization 

would like to see an increase in applications received from domestic students, particularly from 

the following geographical locations: British Columbia, Alberta, Montreal (Quebec), the Greater 

Toronto Area, and Southern Ontario. Keep in mind the program’s main competitors include the 

following Ontario-based universities: Carleton, Western, Laurier, York, and Ryerson.  

 

In order to achieve their goal, the organization must develop a strong online presence using 

updated website content and social media strategies. In addition to web-based marketing, the 

organization must commit to sending one program representative to Ontario-based graduate 

university fairs. The successful advertising of the features that differentiate this program from its 

competitors, alongside the increased flow of information to prospective students, will assist in 

achieving the goal of increased domestic applications.  

 

 

 

 

 

 

 

 

 

 

Target Audience 
 

Prospective Students: The organization’s target audience is comprised of prospective students 

that possess the following qualities: 

 In pursuit of/nearing completion of an Honours Bachelor’s degree in Communication 

Studies or Multimedia  

 Canadian citizenship 

 Living in British Columbia, Alberta, Quebec, Ontario and/or attending the following 

Universities: Carleton, Western, Laurier, York, and Ryerson. 

 Possesses a strong interest in research-based, creative projects  
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Strategic Summary 

 
Primary Goal: To increase the amount of domestic applications received by raising 

awareness about the program through interpersonal conversation and building an online 

presence.  

 

Objectives for Year 1 (September 2014 - August 2015) 

 
Website  

In Year 1, the program will have updated website content and pictures by December 31st, 2014.  

 

University Graduate Studies Fairs 

In Year 1, the program’s intern will implement a brochure tracking system as well as a feedback 

evaluation system prior to attending the University Graduate Studies fairs for the year. The intern 

will keep track of the amount of brochures handed out at every fair, and will evaluate their 

experience in terms of the amount of prospective students spoken to and the interest that they 

conveyed.  

 

Cultural Events 

In Year 1, the program will be developing opportunities for students to get involved in 

Supercrawl and Nuit Blanche. This year will be dedicated to establishing 2 contacts within each 

event that will assist the department in creating volunteer positions for students to get involved 

and participate in the following year. These contacts must be made by March 31, 2015. The 

department must have the exact positions and job descriptions established with the events by 

May 31, 2015. Promotion for the Supercrawl volunteer opportunities will begin on June 1, 2015 

(after acceptance offers are sent out, to increase interest for students to accept these offers) 

 

Social Media Pilot Project 

In Year 1, the social media accounts will be established and interactive by September 8, 2014. 

By the end of Year 1, the Twitter account will have 150 followers, and the Facebook page will 

have 150 likes. The intern will also be responsible for monitoring interactions via HootSuite and 

Facebook Insights, and compiling monthly social media reports for future reference.  

 

 

Objectives for Year 2 (September 2015 - August 2016)  

 
Website 

In Year 2, the website’s unique visitors will increase by 50% in the fall season as prospective 

students research potential schools. The website will also see a 50% increase in ‘clicks’ to the 

various pages on the program’s website, as well as clicks onto external websites including the 

Twitter Feed and Facebook page.  
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University Graduate Studies Fair  

In Year 2, the intern (assuming it is a new intern hired for the new year), will review the previous 

intern’s evaluations and aim to increase the amount of brochures handed out at university fairs 

by 50%. The intern will continue to monitor and evaluate their personal experiences when 

interacting with prospective students at the fairs.  

 

Cultural Events 

The students will be notified of their participation in Supercrawl by September 1, 2015 (as the 

event usually takes place over the September 12th weekend). Promotion for Nuit Blanche will 

begin on August 3, 2015, and students will be notified of their participation by September 21, 

2015 (as the event usually takes place over the October 4th weekend).  

 

Social Media Pilot Project  

In Year 2, the social media accounts must see a 50% increase in followers by August 31st, 2016. 

This intern will also review Year 1’s social media reports to see which links received the most 

clicks and engagement, and create tweets and statuses that coincide with the topics that received 

the most engagement in the previous year. With the output of more engaging content, the social 

media websites must receive a 25% increase in engagement.  

 

 

 

 

 

 

 

 

Key Messages 

 
The organization’s communication strategy is based on communicating the M.A. program’s 

three major “draws”:  

 Professional and acclaimed faculty members 

 Former student success stories 

 Partnerships with Supercrawl and Nuit Blanche 

 

These messages are each communicated through the program’s new mission statement, which 

states:  

The Master of Arts in Communication and New Media at McMaster University gives students the 

opportunity to practice communication and new media in both a critical and creative learning 

environment. The combination of these theoretical and practical experiences gives students the 

ability to pursue a successful career in a variety of creative industries, while receiving 

mentorship from practiced and professional faculty members.  
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Communication Channels 

 
Communication Channel: Website 

 
The McMaster University M.A. Communication and New Media website is the most important 

communications channel. It contains essential information such as: what the program is about, 

the application process, degree requirements, course listings, faculty, admissions, information for 

current students, and financial support. The website is highly informational and needs to be 

developed further to set itself apart from other Universities with similar programs. Improving the 

website to better showcase McMaster’s talented faculty, new equipment, and successful 

graduates will help attract more students to the M.A. program.  

 

The website needs to utilize a more aggressive approach as a promotional tool. Additions to the 

website such as the Mission Statement, Connect with Us icons, and featured faculty on the 

Faculty page eliminate the need for prospective students to click multiple links to get to a source. 

When the student first views the M.A. page, the mission statement will be in bold letters and 

immediately force attention to what the course is about. Similarly, on the Faculty page, featured 

faculty will prevent the need for multiple clicks, and is a more aggressive selling approach 

overall.  

 

Part A: Website Additions 

 

1. Student Testimonials Page 

The addition of a “Student Testimonials” page would set McMaster apart from other 

Universities, and showcase the successful careers McMaster grads have created for themselves 

with their degree. The “Student Ambassadors” would provide testimonials about the program, 

explain why they chose McMaster, and share some of their most successful projects. The 

DeGroote School of Business MBA program has a similar page, where students explain their 

area of expertise and explain why they chose McMaster (Appendix D). 

 

2. “Connect with Us” Social Media Icons 

The Carleton Master of Arts in Communication page has social media icons on their home page 

that connect users to the University’s social media websites, including: Twitter, Google+, 

Facebook, and LinkedIn (Appendix B). Even if the Department itself does not have any social 

media accounts, it could provide the links to the general University social media. This gives the 

students an opportunity to interact with the University and become immersed in its culture before 

even coming to the school. 

 

3. Mission Statement  

The Concordia University website boasts a mission statement for their Department of 

Communications: “Think Media, Practice Media”. The slogan adds personality to the website, 

while showcasing that the University is both theoretical and practical. A short mission statement 

for the M.A. program, displayed on the home page, gives prospective students an immediate 
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sense of what the program is about. It is an aggressive tactic that will grab the attention of 

students visiting the webpage. 

 

Mission Statement: The Master of Arts in Communication and New Media at McMaster 

University gives students the opportunity to practice communication and new media in both a 

critical and creative learning environment. The combination of these theoretical and practical 

experiences gives students the ability to pursue a successful career in a variety of creative 

industries, while receiving mentorship from practiced and professional faculty members 

 

4. Twitter Feed 

A twitter feed will emphasize the presence of the Department of Communications and 

Multimedia. An example of the feed is seen on the Humanities Media and Computing website 

(Appendix F).  

 

Part B: Website Modifications  

 

1. Program Resources Page 

The McMaster M.A in Communication and New Media has the Humanities Media and 

Computing Centre (HMC) available as a resource for students enrolled in the M.A. program. A 

picture of this centre, the facilities available, digital projects previous students have completed, 

or a link to the HMC website
1
 would serve as beneficial for prospective students, as they are able 

to visualize all of McMaster’s available resources. The current page does not properly display 

the resources that are available to students (Appendix A) 

 

2. Faculty Page 

The faculty page on the M.A in Communication and New Media website contains a list of all of 

the Communication and New Media faculty that are available in the department. There are links 

provided to click and view each faculty member. Our advisors, Dr. Mactavish and Ms. Larabie, 

had mentioned that the faculty in the department are a major selling point for the prestige of the 

program
2
. It would be beneficial to add a header onto the page that showcases some of the work 

of the professors, and their contribution to the program. This is a more aggressive way of 

advertising the faculty, as students don’t have to click each link to view the faculty members. 

 

Communication Channel: University Graduate Studies Fairs 
 

1. McMaster Continuing Education Fair
3
 

Occurring in mid-October, the McMaster Continuing Education Fair invites many Universities 

and Colleges over a three day period to display their post-secondary programs at a booth in the 

McMaster Student Centre. An intern for the M.A in Communication and New Media program 

would be able to attend this event and act as an advocate for the program.  

 

                                                 
1
 McMaster University. (2014). Humanities Media and Computing Centre. Retrieved from 

http://www.humanities.mcmaster.ca/~hmc/facilities/index.html 
2
 Personal Communication, March 3

rd
, 2014 

3
McMaster University (2014). Continuing Education Fair. Retrieved from  

http://sscareers.mcmaster.ca/employers/events/education.html 
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2. University of Toronto - Mississauga Campus Graduate and Professionals School Fair
4
 

Last year, McMaster University Graduate Studies attended this event around the end of 

September. An intern could attend this fair and represent the M.A in Communication and New 

Media program.  Last year, the fair ran from 10:00 am – 2:00 pm. 

 

3. Professional and Post-Degree Day at University of Waterloo
5
 

McMaster also attended this event in 2013. An intern could be sent to this event to promote the 

M.A in Communication and New Media program. Last year, the event ran from 10:30 am – 1:30 

pm. 

 

4. Graduate and Professional Studies Expo 2013 at York University
6
 

McMaster Graduate Studies attended this event last year, and an intern could be sent to represent 

this M.A program. Last year, the event ran from 11:00 am – 3:00 pm. 

 

Communication Channel: Cultural Event Partnerships 
 

As an opportunity for McMaster students to gain industry experience during their studies in the 

M.A. program, the program should create and maintain contacts with SuperCrawl and Nuit 

Blanche, so students may receive firsthand experience as volunteers in the arts and cultural 

industry. 

 

Maintaining these contacts could ensure that these McMaster students are selected specifically to 

work in areas such as: event execution, art curating, media relations, and a variety of other areas. 

The knowledge of these partnerships will enhance the prestige of the M.A. program, and increase 

the interest among students, as practical experience and networking are major draws to any 

degree program. 

 

Communication Channel: Social Media Pilot Project 
 

Social media is an excellent way to connect and interact with young audiences, particularly those 

located in provinces such as British Columbia and Alberta, while demonstrating that the 

Department is actively involved in creating and maintaining a sense of community. Social media 

accounts will represent the entire Department of Communication Studies and Multimedia, which 

the M.A in Communication and New Media program falls under. Two major social media 

networks will be used: Facebook and Twitter. These networks are the most highly used and are a 

good starting point for the implementation of a new social media plan. 

 

The social media pilot project would be implemented by the M.A in Communication and New 

Media Intern and a supervisor. The student intern would research for potential social media 

                                                 
4
 University of Toronto Mississauga. (2014) Graduate and Professional Schools Fair. Retrieved from 

http://www.utm.utoronto.ca/careers/graduate-and-professional-schools-fair 
5
 University of Waterloo. (2014). Centre for Career Action. Retrieved from 

https://fortuna.uwaterloo.ca/cecs/ppd/list.php 
6
 York University. (2014). Careers. Retrieved from http://www.yorku.ca/careers/gpse/2013/ 
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posts, and the supervisor would review these posts before they are scheduled for release. All 

posts can be scheduled in advance (at the beginning of the week) using the program Hootsuite
7
. 

 

Social Media Goals: 

1. Connect with and engage both prospective students and McMaster audiences 

2. Demonstrate to prospective and current students that the Department strives to create a 

sense of community 

3. Promote the work of faculty and students 

4. Differentiate McMaster’s M.A. in Communication and New Media as an innovative 

program that takes pride in student and faculty work, and give a personality to the 

program 

 

Social Media Content: 

- News stories about the Department 

- Showcase both faculty and student work 

- Promote Communication Studies and Multimedia Student Society (CSMMSS) events 

- Link to various cultural events in the community (Ex. Super Crawl) 

- Promote potential job or volunteer opportunities 

- Provide information about admissions, including application deadlines and offers of admission 

- Retweet faculty members and students 

- Interact with prospective students through retweets and responding to questions 

 

 

 

 

 

Evaluation 

 
Evaluate Objectives from Strategic Summary 
 

In order to determine whether the overarching goal of increasing the amount of domestic 

applications received through increasing brand awareness is met or not, we must evaluate 

whether the objectives were reached. 

 

1. Objectives for Year 1 (September 2014 - August 2015) 

Measure:  

- Does the program have updated website content and pictures by December 31st, 2014? 

- Were two contacts established at the cultural events by May 31st, 2015? 

- Are social media accounts established and interactive by September 8th, 2014?  

- By the end of Year 1, are there 150 followers on Twitter and 150 likes on Facebook? 

 

                                                 
7
 Hootsuite. (2014). Hootsuite. Retrieved from https://hootsuite.com/dashboard 
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2. Objectives for Year 2 (September 2015- August 2016) 

Measure: 

- Have the website’s unique visitors increased by 50% in the fall season?  

- Has the website seen a 50% increase in ‘clicks’ to various pages?  

- Have brochures handed out at University fairs increased by 50%?  

- Has the department established volunteer positions for cultural events by May 31st, 2015? 

- Have social media accounts seen a 50% increase in followers by August 31st, 2016? 

 

Overall Communications Strategy Evaluation 
 

1. Measure number of applicants before and after the implementation of the strategy 

2. Compare domestic and international applicants to see if there is an increase in domestic 

applications 

3. Measure website views to see if there is an increase * 

* An increase in views could mean more interest around the program was generated 

 

Communication Channels Evaluation 
 
Website 

1. Measure page views over time to note increase 

2. Measure how long viewers stay on a page to measure engagement 

3. Measure views on new and improved pages such as the student testimonials page, 

program resources page, or faculty page 

 

Graduate Studies Fair 

1. Feedback forms filled out after each outing by intern to gauge perceived level of interest 

and approximate amount of people reached 

2. Compare interest levels of students at different schools to find which schools are the most 

successful for recruiting and/or engaging prospective students 

 

Social Media Pilot Project Evaluation 

1. Evaluate by number of likes/followers 

2. Evaluate by number of shares/favourites/retweets 

3. Evaluate by number of clicks on provided links (measures engagement) 

- Facebook provides this service free on the “Insights” tab 

- Hootsuite provides click measurement service free as well 
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Budget 
 

Communication Channel Costs 

Much of the costs of adding new content to the website will be supplemented by the new 

internship program. The only cost associated with these changes will be supervising the intern 

and ensuring their work is appropriate for publishing on the website. Although this will be an 

initial time investment, it will pay off in the end.  

 

If there is no internship program in place, the website changes will be costly based on the time it 

takes to implement them. These updates to the website can be done over a longer period if there 

is no internship in place, and could possibly take up to two years.  

 

Master of Arts in Communication and New Media Internship 

Monetary Costs:  

- Compensating for travel costs (GO Bus, GO Train, car mileage, or other transit) 

- Purchasing lunch for the intern on fair outings - $10 per outing 

 

Time Costs: 

- Training of intern, supervision, and editing of work - 5 hours per week at the beginning, 

decreasing over time as the intern gains experience and earns supervisor’s trust 

 

Partnership Costs 

Time Costs: 

- Outreach to Volunteer Coordinators of the events to organize volunteer positions 

- Coordination of student volunteers for two events  
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Master of Arts in Communication and New Media 

Program Internship 
 

This will be an unpaid internship that will run for the course of one semester, with the possibility 

of extension into the winter term. This internship could be run through the CMST 3B03 class, 

which requires students to work a total of 130 hours over a semester. This balances out to about 

10 hours per week of work in the office, or on fair outings to represent the program.  

 

Job Description: 

This position will provide students with an opportunity to gain practical experience in the field of 

communications and multimedia while representing the Master in Communication and New 

Media Program. Job duties include but are not limited to: 

- Interviewing and writing news stories or informational pieces for the M.A website, including  

  professors, current students, and alumni 

- Taking photographs or video footage at McMaster events for the M.A website 

- Conducting social media research, media monitoring, and developing Facebook and Twitter 

content 

- Travelling to Graduate Studies Fairs in Ontario on behalf of the Master in Communication and  

  New Media program 

- Compile monthly social media reports for Facebook and Twitter 

 

Job Requirements: 

- Currently an undergraduate or graduate student in the Department of Communications and  

  Multimedia 

- Excellent customer service and inter-personal communication skills 

- Willingness and ability to travel 

- Knowledge of social media and measurement techniques 

- Professional writing and editing ability 

- Highly organized and passionate about the Department of Communication Studies and New  

  Media 

 

The Master of Communication and New Media Program allows students to study independent 

communication research and/or multimedia design at the graduate level. Students focus in a 

variety of subjects including media studies, discourse analysis, performance studies, audio and 

video art, audience studies, or computer-mediated methodologies. 

 

We thank all applicants; however only those selected for an interview will be contacted. 
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Strategy Timeline  
 

This strategy takes two years to fully implement. Year 1 will be a preparation year where 

communication tools will be developed. In Year 2, those tools will be fully implemented and by 

this time, change should be visible.  

 

Year 1 (September 2014 - August 2015) 
 

September 8 – 12, 2014: Register social media accounts on Facebook and Twitter to ensure they 

are ready for intern’s use 

 

September 15 – 19, 2014: Print brochures to ensure the Graduate Studies intern will have this 

promotional material in time for the university fairs 

 

December 8 – 12, 2014: Intern supervisor will review the intern’s updated website content, and 

edit for and spelling, grammar, and factual errors 

 

December 19, 2014: The website must be edited and free of errors and omissions by December 

19
th

, 2014 

 

January 5, 2015: Begin contacting event organizers of Nuit Blanche and Supercrawl to obtain 

contacts within the organizations 

 

March 31, 2015: Ensure the correct contacts have been made for Nuit Blache and Supercrawl, 

and confirm that these contacts will be working for the events taking place in the coming fall 

 

April 6, 2015: Confirm volunteer positions with Nuit Blanche and Supercrawl, and begin 

creating job descriptions for these positions. Send to event organizers for editing and review 

 

May 31, 2015: Ensure final versions of job descriptions are approved and ready for 

advertisement 

 

June 1, 2015: Begin advertisement of volunteer opportunities with SuperCrawl – Tweet and 

Facebook updates regarding the availability of these positions, as well as the sending of mass 

emails to all students who received acceptance offers (to encourage the students to accept their 

McMaster offer)  

 

August 3, 2015: Begin advertisement of volunteer opportunities with Nuit Blanche  

 

Year 2 (September 2015 – August 2016) 
 

September 1, 2015: Notify successful students of their participation in Supercrawl 

 

September 21, 2015: Notify successful students of their participation in Nuit Blanche 
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January 31, 2016: Program coordinators must evaluate success of the communication plan after 

receiving all applications from Year 2, and comparing statistics from Year 1 and Year 2, to years 

prior to the implementation of this plan 

 

 

Internship Timeline 
 

March – April 2014: Applications for CMST 3B03 fall internship due 

 

April 2014 – Mid August 2014: Interviews for Internship position (time is flexible here) 

 

August 25 – 29, 2014: Intern is hired. Intern completes mandatory online University health and 

safety training (4 hours) 

 

September 8 – 12, 2014: Intern begins internship. Intern is debriefed about office etiquette, 

operations, and expectations (1 hour). Intern begins researching and coming up with ideas for 

social media posts (9 hours) 

 

September 15 – 20, 2014: Intern develops social media posts for the week (4 hours). Intern 

prepares materials for Graduate fairs (6 hours) 

 

September 22 – 26, 2014: Intern develops social media posts for the week (4 hours) Intern goes 

to University of Mississauga Graduate and Professionals School Fair (Fair runs 10:00 – 2:00 but 

intern would work 11:00 – 2:00 if travelling alone) (3 hours + 2 hour travel time)  

 

September 29 – October 6, 2014: Intern develops social media posts for the week (4 hours) 

Intern goes to Professional and Post-Degree Day at University of Waterloo (10:00 – 1:30 but 

intern would work 10:00 – 1:00 if travelling alone) (3 hours + 2 ½ hour travel time) 

 

October 13 – 17, 2014: Intern researches and develops social media posts for week (4 hours) 

Intern goes to McMaster Continuing Education Fair (5 hours) 

 

October 20 – 24, 2014: Intern week off (since worked a lot of fairs) Social media posts for the 

week completed by supervisor this week 

 

October 27 – 31, 2014: Intern researches and develops social media posts for the week (4 hours) 

Intern interviews current students and alumni for student testimonials page (6 hours) 

 

November 3 – 7, 2014: Intern researches and develops social media posts for the week (4 hours) 

Intern interviews current students and alumni for student testimonials page (6 hours) 

 

November 10 – 14, 2014: Intern researches and develops social media posts for the week  

(4 hours) Intern works on readying interview for publishing on the website (6 hours) 

 

November 17 – 21, 2014: Intern researches and develops social media posts for the week  

(4 hours) Intern works on readying interview for publishing on the website (6 hours) 
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November 24 – 28, 2014: Intern researches and develops social media posts for the week (4 

hours) Intern takes pictures for Program Resources page and adds links to “Humanities Media 

and Computing Centre”, intern researches and interviews (if necessary) faculty for featuring on 

the “Faculty” page (6 hours) 

 

December 1 – 5, 2014: Intern researches and develops social media posts for the week (4 hours) 

Intern researches and interviews (if necessary) faculty for Faculty Page feature (6 hours) 

 

December 8 – 12, 2014: Intern researches and develops social media posts for the week (4 hours) 

Intern researches and interviews (if necessary) faculty for Faculty Page feature (6 hours) 

 

December 15 – 19, 2014: Intern researches and develops social media posts for the week  

(4 hours) Intern finalizes short write ups for featured faculty (6 hours) 

 

Internship Ends 
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Appendix A 

McMaster New Media Program “Program Resources” Page 

 

The current page on the Department of Communication Studies and Multimedia website, under 

the M.A. in Communication and New Media tab “Program Resources”.  The website would 

benefit from graphic support such as photographs and videos, to differentiate McMaster from 

other universities. 
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Appendix B 

Concordia University Master of Arts (Media Studies) Website
8
 

 

The Concordia website is mostly plain, but has one interesting feature that is absent from the 

McMaster website. The Concordia University Department of Communication Studies has a 

slogan: “Think Media, Practice Media”. The slogan adds a bit of personality to the website, 

while showcasing that the University is both theoretical and practical.  

 

 
 

 

 

                                                 
8
 Concordia University. (2014). Masters of Communication Concordia. Retrieved from 

http://coms.concordia.ca/programs/masters.html# 
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Appendix D 

McMaster Master in Business Administration Website
9
 

 

The DeGroote School of Business has a feature on its website that shows both current and past 

students who are ambassadors for the MBA program. Each has a professional headshot, and 

when you click on the picture, a profile pops up that explains their degree, specialization, and 

career aspirations. It also has a link to a video of the featured ambassador speaking about a 

selected topic. This is a creative and credible way to advertise the success of the program. 

 

 

 
                                                 
9
 DeGroote School of Business. (2014.) MBA Ambassadors. Retrieved from 

http://mbarecruit.degroote.mcmaster.ca/ambassadors/ 
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Appendix E 

McMaster M.A in Communication and New Media Faculty Listing
10

 

 

 

 

 

                                                 
10

 McMaster University (2014). Department of Communications and Multimedia. Retrieved from  

http://csmm.mcmaster.ca/grad/faculty.html 
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Appendix F 

Twitter Feed Example 

 

The Humanities Media and Computing Website page has a twitter feed, featured under “News & 

Announcements.” 
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Appendix G 

SWOT Analysis 

Strengths 

 
 Program is based out of McMaster 

university, which is consistently ranked 

one of the top 100 universities in the 

world
11

 

 

 Program has a widely recognized and 

successful faculty 

 

 Many of the program’s graduates have 

attractive ‘success stories’ that entice 

future students, such as magazine 

editors and jobs at CBC
12

 

Opportunities  
 

 Canadian government continues to re-

evaluate its Reaching Higher plan and 

provides increasing amounts of funding 

to schools to increase enrollment space 

 

 When comparing the program’s 

competitors, there is not one school that 

stands out in terms of its 

communication strategy: social media 

tools are rarely used in this area 

Weaknesses 

 
 Program does not have the funding to 

send representatives to national 

university fairs, and McMaster 

representatives that to attend such 

events are representing programs across 

the University (therefore not as 

knowledgeable as desired) 

 

 Program does not have a strong online 

presence that could help set themselves 

apart from competing schools 

 

 Program does not have a defining 

“selling feature” that is vastly different 

from competing schools  

 

 The enrolment numbers in Canadian 

graduate programs overall is 

considerably lower than that in other 

countries
13

 

Threats  

 
 As competitors face similar problems as 

this program, it will not be long before 

they adopt similar web strategies. Thus 

the program needs to act fast to 

differentiate themselves before other 

actors step into the ring    

                                                 
11

 McMaster University Daily News. (2014). McMaster continues to rank among the world’s top 100. Retrieved 

from http://dailynews.mcmaster.ca/article/mcmaster-continues-to-rank-among-the-worlds-top-100/  
12

 McMaster University Department of Communication Studies and Multimedia. (2014). Meet Our Grads. Retrieved 

from http://csmm.mcmaster.ca/alumni/index.html  
13

 Council of Ontario Universities. (2014). Facts and Figures: Applications and Enrolment., 

  http://www.cou.on.ca/applications-enrolment/  
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